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Executive Summary

This report offeran interim evaluation ofhe secondcycleof interventions undertaken by
+ANBAYAlI Q& S5AQA&AZ2Y (PGSEX fakt of BeD{githMaiRekidy gréany T 2 NOS Y
program, sponsored by the federal Office of Child Support Enforcermbate interventions

took place during the 9@ay period beginimg at 12:01 a.m. on November 1, 2019 and ending

at midnight on January 29, 2020.

After explaining the purpose of the grant, the problem iwtendedto address through this
intervention, and our research questions, we describegbanajor componentsof this cycle
(ordered according to roughly when the associated process hegan

1. Creating a wepageto track anonymized records of clicksamewly created child
support application website. These clicks would be treated as conversions, in the
advertising sense

2. Developing, executing, and monitoring an organic social media canipightargeted
parents and other child supporelated audiences directlyWe wanted to see whether
the immediacy and relatively low cost of an organic campa@ndmake it easier to
disseminate ugo-date program information as well as give program participants a
chance to ask questions or seek help with a new or existing child suppor\asaso
anticipated receiving negative comments and wanted to use this tomenderstand
how best to respond to those

3. Developing, executing, and monitoring a paid social media camgzagrvould
complement the organic media campaignd perhaps build on the electronic
advertising undertaken in CycleWe drewtext and imagesested in that earlier cycle
but added short videos that used cartostyle animation to convey this cycle
messaging. At the same time, we planned to use a more fully articulated funnel
approach to our advertising, described in section 2.1V.D. belowwhatintended to
move users from an initial state of awareness through to a significant final action:
applying to open a child support case

Ln thisreport we follow the common contemporary marketing practice of using the wiord NB | itiQgéiish(i 2
marketing approaches that platforms are not paid to promdtepractice, as we note below, organic content that
seemed to receive unusually high levels of engagement (as demonstrated by, for example, the number of times
users liked or shared that contentlas sometimegpromotedthrough advertising funds so it could reach a wider
audience.This specific part of our organic campaign thus became part of our paid campaign.
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4. Developing, executing, and monitoring a social media hashtag candpaignite the
organic and paid campaigns andgefully encourage other users to share positive
content related to child support in Virginia

5. Revising the budget and content calendars in response to changes in organic and paid
campaigns

6. Monitoring and responding to social media comments

As we describe in more detail below, \weplementedall sixcomponents of the intervention
though not all aspects of each component were implemented as plaridedng Cycle 2:

1. We createdour planneds So LJF 3S (2 LINBY23GS 5/ {9Qa ySgfte
support applicationasdiscussed in section 2.V.And recorded 182 conversions from
the webpage to the applicatigras noted in section 3.111.D.

2. We created organic social media accounts and led related organic campaigns on
Facebook, Instagram, and Tweitt albeit with some difficulty, as detailed in section
2.1V.1

o We made 24 organic posts on each of these platforms, as noted in section
2.IV.BL.II.

o B (KS SyR 2F /@0ftS HWXI 5/{9Qa CIO0So022]1
followers, its Twitter account had apgpximately 90, and its Instagram account
had more than 500, as noted in section 3.III.A.

3. Our paid campaign released at least 149 advertisements across the three platforms, as
noted in section 2.V.C.Idt a cost ofust under$22,000

o We fell belowour godsin Cycle 2 for both Facebook and Instagram, if measured
using the same type of cli¢krough rate used in cyclé. In Cycle 2our click
through rates for these platformsor rather, strict clickhrough rates were 26
percent below the goal for Faceboakd 25 percent below for Instagram. These
results are discussed below in sections 3.1I. and 3.1II.C.

2Used across many social media platforms, hashtags are words or phrases that allewougeup otherwise

unrelated content across that platform. It typically begins with a pound or hash sign and does not include spaces. A
guide to this kind of campaign can be found hérigps://www.tintup.com/blog/how-to-use-hashtagsfor-

campaigns/
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o On Twitter we achieved a clithkrough rate of 5.44 percent, putting us 52
percent above our goal of a clithrough rate of 2.62 percent for that platform
These results are also discussed below in sections 3.1I. and 3.111.C.

o Combined, ouprganic and paid social media campageached approximately
536,000 unique users across Facebook, Instagram, and Twitter, as noted in
section 3l

o We sawsome evidendeK I & a2 O0Alf YSRAIF | ROSNIA&AY3
support applicatiom perhaps in combination or perhaps primarily because of
the effect of one or the othar was associated with le@ss pronouncediecline in
new applications for child supposervices in Virginidn other words, the overall
number of new applications during Cycle 2 fell somewhat from the same period
during the previous federal fiscal ydaut that fall was not as precipitous as it
had been in previous year®vhile not the samas meeting our overall goal of
increasing the absolute number of applications frore game time during the
previous yearthis tentative evidence of does seem to offer a practical possibility
for other programs seeking tmitigate decliningchild supportcaseloads

4. We launched &ashtagcampaign (#suppoVAkids) and placed that hashtag in virtually
all of our organic and paid posts. Yet, as discussed in sections 2.V.D and 3.1di&., we
not seewider support for the hashtag outside of our own poststwge of individuals
or organizations directly related to this project

5. We made frequent revisions to our content calendars and budgeting model in an
attempt to improve our results or address problems. Tracking those changes and
ensuring that they were exeted properly took a fair amount of time for project staff
and represents one of the more significant challenges for running a complex set of social
media campaigns

6. We received and responded to a small number of negative comments on our organic
and paid psts, as analyzed in sections 2.V.F. and 3.111.B.

We conclude with a discussion of lessons learned and next steps. Afsat appendixes
provides readers witladditionaldataand examples of materiathat the project team
developed for this cycle.
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1. Background
l. GrantPurpose

The Digital Marketing grant program, sponsotsdthe federal Office of Child Support

Y F2NOSYSyld oh/ {90 AGKAY (KS | ®{ ® 5SLI NIYSyi
F2N) / KAt RNBY YR CIFYAfASAY Aada | HnmY2y(iK RSY?2
how digital marketing may help échild support program more effectively reach and serve

families. In September 2018, OCSE awarded funds to 14 child support agencies to test digital
marketing approaches and partnerships to reach parents that could benefit from child support
services,an®NB | S 2NJ AYLINR @S (g2ngl & RAIAGEE O2YYdzy

[l Problem

The IV¥D program in Virginia faces a challenge common to other programs across the country:
how to bridge the gap betweethe decline in the number of casésits aseloadand the

ongoing need for its serviceemonstrated throughanalyses of population data. This
interventionaddresseshe problem ofhow to bring these twaets of data points into better
alignment.

Between federal fiscal years 2013 and 2@1& numkber of total child support cases Virginia
with either current or past child support dukeclinedby 10.8 percentor more than 35000
casesNearly 20,000 of those cases (or 55 peragfrihe total decling came fromFormer
AssistanceCasesclassifiedasNever Assistanceon the other handiell byless tharb percent
(approximately 6,000 casegyer thesametime, suggesting that there remains a relatively
robustandongoing need for AD services among this portion of the caseload.

An analysis of Cens data andcaseload data from the Virginia Division of Child Support

Enforcement (DCSBives a sense of how significant that need might4ecording to Census

data for2015 approximately one in four childramationwidehad at least one parent out of éh

home and appeared to qualify for child support servit€aseload data for @cent

O2YLI NIroftS LISNA2RX +ANHAYAI Q& Hnmc FTA&OLE &SI
children were receiving MD services from DC3&esuming that the natiomide figure is

roughly representative of Virginia, titbfference between theverall need and the caseload

datais approximately930000 KA f RNBYy ® ! R2dza SR F2NJ tANBHAYAl Q&
support case, this yields a potential increaseygbroximately77,000new child support cases

or 26 percentover 2018 levels.

3T. Grall (2018)Custodial Mothers and Fathers and Their Child Support.. 2085 Census Bureau, Current
Population Reportshttps://www.census.gov/content/dam/Census/library/publications/2020/demo/p@2.pdf
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More current U.S. Census data suggest that the gap between families eligible for services and
those participating in the ND program may be widening. According to American Canity

Survey (ACS) estimates, there were between 540,416 and 561,162 children under the age of 18
in singleparent households in Virginia in 204 DCSE caseload data, on the other hand,

identified 301,284 children under 21 in the DCSE caselofedi@nal fiscal year 2. That

leaves a minimum of roughly 240,000 children in Virgiviia couldpresumably be eligible for

IV-D services.

Based on markeresearch conducted by otherdY programs as well as broader scholarship on

the public perceptions of child suppdrtye hypothesize that the reason fohis gap in service

is that many members of the pubkather remain unaware of the federal child soqrt

program orhave significant misconceptions abautWe believe that digital engagement

YSGK2R& Oly AYONBIFAS | gl NBySaa hdwataotzally 6 2 0 K GKS
delivers services to families in Virginia and elsewhere.

DCSE leadershipparticularlyCraigM. Burshem Deputy Commissioner of State Programs for

the Virginia Department of Social Servi¢¢®SS) was largely responsible for defining and

prioritizingl KS LINP 2SO0 GSFYQa F20dza 2y AYONBlFaAy3a LI
Never Assisincefamilies,though their collective awarenesd declining caseloadsas also

informed by other discussions and research in the child support community as a whole.

2. Intervention
l. Goals of the Overall Project

The primary purpose of the overall projastto gather information about possible strategies to

close the apparent gap, described above in section 1.II.A, between the number of families
StAIAOGES F2NJ aSNBAOSa | YR (-B@ey@mTodrddiPlighi £ @ O2y
that, Virginiaseelsto increa® requests for child support servicesith a focus orapplications

for the core child support services (locating parents, establishing paternity and child support

orders, collecting and distributinchild support, and enforcing and modifying child support

orders) from custodial parents who are eligible for child support services but not currently

4U.S. Census Bureau, 262317 American Community Surveyrgar Estimates.

5 Even this large number may understate theed. Among other factors, the mismatch in the age ranges between

the two measures (under 18 for ACS data, under 21 for DCSE data) would necessarily mean there are actually even
fewer children under 18 on the DCSE caseload.

5 Perhaps the besknown study ofpublic perceptions of child support was conducted by the public relations
3SyO0e h3IAtoe 2y -D@Bdglahi®2028F / F f AT2NY Al Q& L+

7 At the time of the original grant application, Deputy Commissioner Burshem was the Director of DCSE.
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connected to the IMD program and who have never received pub8sistancéenefits (Never
Assistancej.

To achieve this goal, we mapped a thigaert interventionthat reflects a somewhat simplified
version of theTranstheoretical Model of Change, originally described by James O. Prochaska
and Carlo DiClemenfeWhile their model described five overall stag@secontemplation,
Contemplation, Preparation, Action, Maintenance, and Relapse), we focused primarily on the
three middle sections (Contemplation, Preparation, and Action).

Looking at those stages from the outsid#éhat is, from the perspective of a progm such as
ours, rather than from the individuaecision maker described in the modelve recast those
sections into three intervention cycles, which wamedFind (Cycle 1), Engage (Cycle 2), and
Educate (Cycle 3).

Ly AYUGSNRY S@I f dantioh Quging Ey2IdNd (Bind)Y{wasapproked an3/sch 30,
2020. The focus of this report is Cycle 2 (Engage).

Il. Goals of Intervention Cycl (Engagé

The overall goal of second cycle of interventions is the same as that of the overall project:

encouragig more families to apply for servicesDprogram, as measured by the number of
applications. We approached that in cycle 2 by attemptogroaden public awareness of

DCSE YR SYNAROK (KS LINPINFYQa Sy3dmnpltvuagvie 6AGK yS
F20dzaASR 2y AYONBlFaAy3a | gl NBySaa 2F +ANBAYAIF QA&
and encouraging users to apply for services through it.

In planning anaexecutingthis cycle, we relied othe Learn, Innovate, Improve f_paadigmto

shape our plans and structure our approach to modifying our current and future aditpue
sawthe LFparadigm as particularly important for helping wisderstand the effectiveness of

82 § dzAd S OMSLIRGFIANIG ¢ KSNB (2 NBFSNI G2 GKS avltf ydzyoSNI 27F |
distinguish child support case types for purposes of reporting on Form-C&7SE
https://www.acf.hhs.gov/sites/default/files/programs/css/at 14 09b.pdf

9J. O. Prochaska and C. DiClemente (1983). Stages and ProcesseSludrgmfof Smoking: Toward an Integrative

Model of ChangeJournal of Consulting and Clinical Psycho&ig®): 39Q;5.
https://www.researchgate.net/publication/16334721 Stages_and_Processes ofCBatige of Smoking
Toward_An_Integrative_Model_of Chandeor auller discussion of how the Transtheoretical Model of Change

relates to our approach, see our original grantdp@ | G A2y O0axANBAYALlF [/ KAt R { dzLJLJ2 NI E
5SY2YAa0Nr A2y 0@

10More information aboutthe BILJF NI RAIY A& | @FAt I o6tS Ay GKS 2NAIAYLE h/ {
al Ny StGAy3a G2 LYONBFraS t I NIAOALWSACEQCSEDRI368,KS / KAt R { dzLJLJ2 |
https://ami.grantsolutions.gov/files/HHR018ACFOCSHED1368_0.pdf and through 2017 Office of Planning,
wSaSkNOK g 9@t dzk (0 A2V 2620 tGwB9S0 LNELINRNAS [ LIHNJYE 9y KF Yy OAYy 3 t
(https://www.acf.hhs.gov/sites/default/files/opre/li2_brief final b508.pdfOPRE Report #20108.

Virginia DCSE Digital Marketing Interim Evaluation (Cycle 2) Pageb


https://www.acf.hhs.gov/sites/default/files/programs/css/at_14_09b.pdf
https://www.researchgate.net/publication/16334721_Stages_and_Processes_of_Self-Change_of_Smoking-Toward_An_Integrative_Model_of_Change
https://www.researchgate.net/publication/16334721_Stages_and_Processes_of_Self-Change_of_Smoking-Toward_An_Integrative_Model_of_Change
https://ami.grantsolutions.gov/files/HHS-2018-ACF-OCSE-FD-1368_0.pdf
https://www.acf.hhs.gov/sites/default/files/opre/li2_brief_final_b508.pdf

written and visuatontentand howthosemight be combined mst effectively and adapted for
reuse in Cycle and beyond

[I. Cycle2 Research Questions

To evaluatehow successfully our interventions supported the gaHl€ycle2 (Engagg we
sought to answer the following research questions:

1. What kinds okocialmediamarketingstrategies mightrive positivepublicengagement
with child support services?

2. Canpromotingan online application portal througdocial media marketinocreasethe
number of new applications for child support serviges

Our view ofdigital engagement is informed by an analysis from the Internet Advertising Bureau
(AB)InaNB L2 NIl GAGf SR a5A3AGlrFE 'R 9y3IF3ASYSyday !y
wS 02y OS LI dzk IAB dedcribds 2hye& distinct categories of engagement: cognitive,

emotional, and physicaf The authors see cognitive engagement as encompassing mental
aidridSa NBfFTGSR G2 dF1Ay3 Ay YR OGAy3a 2y AYyT
AyaSyiaazyse GKIFG O2dZ R 6S YSI adzZNBR ,an&@ &dzOK YS
pupillometry(the measurement of pupil size and reactiyitEmotionakengagement considers a

dza SN a T ForomdBarkedihyieckiquedis mightbe gauged through surveys or

focus groupsFor others, such ake type of social media aeities conducted in Cycle &,

could be assess by lookingtee number of likes a post received or the content of comments

on those posts. Physical engagement is perhaps the most commonly measured type of

engagement, since it can be recorded throughkslisharesand conversions.

ThelAB authors distinguisbetweentwo pointsthat are often conflatedthe intangible

gualities of individual user experiengam the one handand the methods used to capture
evidenceof those experienceson theother. Maintaining this disinclination isspecially

valuable in the context of a formal evaluation, where metrics can sometimes seem to represent
the whole of engagement rather than merely the visible evidence of it. We have trieddao/

their approachin this report.

UL yiSNYySG ! ROSNIAAAY T . dzNBldz 6vamMo0O®d Ga5AIAGEHE 'R 9yl 3¢
https://www.iab.com/wp-content/upload$2015/05/IABAdEngagementWhitepaperDec2012FinalFinal Aslthe

NEBLI2NIG y2GSa FTNRY GKS LISNRLISOGAGS 2F HnmoZ abSFENIe (g2
WSy 3l 3SYSyidQ Aa adAatt 2yS 2F (GKS Y2alitledpgpR D havss G f S ad
changed in the intervening period, and examples of online marketers and researchers trying to grapple with the
YSIyAy3a 2F aSy3lr3SySyidzé FyR SaLISOALftte aRAIAGEE Sy3r 3
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We should acknowledgthat the bulk of this reporaddresses the first of our two research
guestions, since the activities of the intervention directly relate to that. We do offer data and
some tentative analyses related to our secofaigely exploratoryesearch question (primarily

in section 111.3.D) and hope to be able to offer a fuller discussion of this in our final evaluation.

V. Development of Cycl@ Intervention

A. Revising Initial List of Activities for Cycle 2

Plans for Cycl2 wereinitially developed by DCSE leadership as part of the original grant
application In that iteration this cycle focused on increasing engagement with parents by first
engaging witte dzR 3 S a A yivenild aNddmgstidRetationsWlistrict couis, whichcontrol

the judicial side of child support in the state. The plan had three components:

1. Conduct a focus group of Juvenile and Domestic Relations judges

2. Use the results of that focus group to alter any existing ad placements or to revise the
DCSE website

3. Develop a print handout that includes a-salled short code that they would use to
aSYR | GSEG | YvSaalras G2 5/{93 sKAOK Ay (dz
redesigned website

In February 2019 these plans were revisedhmy primary members ahe digital marketing

project team which includedCSE project staff K S LINBn&u§ittérmalgpartner(the

VDSS Public Affairs upand its outside vendofGrays Peak Strategie3heconsensust the

time was that introducing a print component into the outreach mechanism seemed at odds

gAOGK GKS 3INIyGQa 2@0SNItt T2 O0dzapphgivisigRs\gednéd- £ Y SR
from an L4 based analysis of Cycle 1 to this initial vision ofeC¥cl

2S5 +fa2 RSOARSR ¢S aK2dzZ R dzaS /&80ftS H (2 LINRY
an online child support application, since it aligned directly with our goals of increasing

applications and creating an electronic (rather than pabased)end point for user
engagement.

As a resultthe initial project teanrevisedthe plans for Cycl2 to includesixcomponents

1. Creating a website to track anonymized records of clicks to the newly created child
support application website. These clicks Wwbhe treated as conversions, in the
advertising sense
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2. Developing, executing, and monitoring an organic social media campaign that targeted
parents and other child suppantelated audiences directly (rather than through judges,
for example)

3. Developing, exeuting, and monitoring @aid social media campaign

4. Developing, executing, and monitoring a social media hashtag camj2digunite the
organic and paid campaigns and hopefully encourage other users to share positive
content related to child support in \gmia

5. Revising the budget and content calendars in response to changes in organic and paid
campaigns

6. Monitoring and responding to social media comments

B.  Selecting Social Media Channels for Organic and Paid Campaigns

Once oumplanswere set,we turned to the fundamental question of which social media
platforms we would use for our organic and paid campaigns. From the beginning we were
primarily drawn to Facebook, Instagram, Twitter, and Snapchat, largely because dditheir
user basé& andbecause their formats encouraged direct, tm@y engagement, as opposed to
sites such as YouTube or Spotify, which seem to emphasize professional-prefssional
content creation over less formal ways of building community.

During July and August 202@hile still in Cyclé&, we met withfour professionals with

experience administering social media platfordeslicated either to child support or paternity
establishmentWhile their responses diverged on many points, all fagireedthat Facebook

and, to a lesser degree, Twitter could be effective ways to build awareness of the program and

its servicesTwo respondentsilso recommended Instagram, with others unsure that th

LINEIANF YQ&a F20dza 2y AYIl 3Sa Aulesl Michild/stippddiNonieA 2 v | f

2Used across many social media platforimashtags are words or phrases that allow users to group otherwise
unrelated content across that platform. It typically begins with a pound or hash sign and does not include spaces. A
guide to this kind of campaign can be found hdrps://www.tintup.com/blog/how-to-use-hashtagsfor-

campaigns/

13 According to the data site Statista, Facebook had an average of 170 million monthly users on its mobile app, as
of September 2019yhile Instagram had 121 million, Twitter 81 million, and Snapchat 46 million. Also included on
that list are Facebook Messenger (106 million), Pinterest (67 million), and Reddit (48 million), none of seemed well
adzZA SR G2 2dzNJ OF Y Llular MygbidedocaliNetirokkigi Apfs indha Bnitadl Stateslad of

{ SLIISYOSNI HAMPI hibps://wang sfaiiskafcan/statdsts MBS0 most-popularus-sociat
networkingappsrankedby-audience/

4 Our own experience on Instagram could be said to reflect this same uncertainty, with our organic campaign
finding some success there, thanks perhaps to its integration of information interthgds themselves, while our

paid campaign never quite found its footing. Data associated with these analyses appears below in section 3.11I.A.
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of the people we spoke to felt that Snapchat was likely to be a productive channel for organic
or paid social media, outside of the promotion of events.

By the niddle of September 2019, the project team, DCSE leadership, and VDSS Public Affairs

staff had agreed that we would use three platforms in Cycle 2 for both organic and paid content
delivery: Facebook, Instagram, and Twitter. The organic content would come3CSE

specific social media accounts that we would launch on each of these three channels as part of

the project!® Indeed, one reason for selecting these three channels was to see whether paid
FROSNIAaAYy3d YAIKG 0SS KSft abmethih prdsghced dzA ft RAy 3 5/ { 9

C. Develojng and Maintainng a Dynamic Budgeting Model for the Paid Campaign
While working to finalize which social media platforms we would use in Cycle 2, we also
developed a more complex budgeting tool to forecast and track expendita@ess multiple
platforms and ad types.

Our desire to develop this tool was in part a response to the somewhat rigid budgeting method
we employed in Cycle As we noted in our interim evaluation of that cycle

We changed our Search budget several timesr the course of the campaign,

as we came to believe that the campaign was underfunded relative to demand.
By contrast, the relatively poor return on investment offered by the Display
campaign at least as we executed it, without a full focus on remairkgtand
conversion targeting made us wish that we had put less of our budget into that
side of the intervention and potentially reserved it for later parts of the project.

We also felt obligated to take a more granular approach to budgeti@yate 2o

accommodate the greater variety of platforms and formats we anticipated using. In Cycle 1 all
of our ads had been placed through a single company (Google) and took one of two forms:
Search ads or Display atfdn Cycle 2 we anticipated using at least twonpanies (Facebook,
which also owns Instagram, and Twitter) and imagined that we mighinudtiple formats (text
and image ads, video ads, promoted posts, lead form ads, &ch ofthese formatamight

need to have its own budget line.

Ultimately, we @veloped a spreadsheet that allowed us to make weekly budget adjustments in
dollars to individual platforms on a weekly basis and, within each platform, to adjust the
percentage of the overall weekly budget being allocated to a specific type of ad. Cliatiges

Bl yiAt aK2NIfteé o0STF2NBE GKS fldzyOK 2F /&80tS mX witlef 2F 5/ {
VDSS accounts on Facebook and Twitter; VDSS does not have an active presence on Instagram.

2§ OFLAGEFEATS a{SIFENOKé FyR a5Aaldleé gKSYy NBFSNNAy3I i+
GellSaod [ 26 SNDFaAS aas thesdderericlad/typesaréyardldsi of teefplatfeddh TR (i 2

distribute them.
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weekly platform budget were automatically populated to the percentage budget in thyzel
area and both used conditional formatting and checksums to ensure that we steneadget.

D. Determinng theMessaging Focus for the Paid and Organic Cagmgai

Shortly after the end of Cycle 1 we began analyzing the outcomes of the three content areas
that were represented on the main project webpadand targeted in our ads (applying for

child support, paternity testing, and family engagement services, qaatily ceparenting and
employmentrelated services) to see whether we should continue to focus across all three or
choose only one or two.

While individual ads for each of the three areas exceeded project goals in terms dhodicgh
rates and relatd measures, users requested information about the three areas at significantly
different rates. Approximately 55 percent asked to receive an application for child support
services, 23.5 percent posed a question about an existing child support case, céiit@eked
about paternity services, and 5.3 percent about family engagement services; another 9.5
percent had questions or requests that fell outside any of these categories.

Looking at this data in preparation for Cycle 2, we came to see the reladivalypercentage

of requests related to paternity and family engagement services as evidence of comparatively
low demand for those servicesor at least for receiving them through DCSE. Other
explanations are of course possible, including ones focusingetahguage used to advertise

or explainthose servicesr related to the limitations of the main project websité.

Based orthesedata and the high likelihood that DSCE would be able to successfully create an
online child support application ahead thie launch of Cycle 2, we decided that it made more
sense to narrow our focus to only one area: encouraging users to apply for child support.

We also decided to structure the content in this more narrowly focused campaign in keeping
with the widely used cacept of the advertising funnel, which brings potential clients from
Awareness to Intent and then Action. The similarities between this approach and the theory of
change being used in our project as a whole is suggested in Figure 1.

YLy GKAAa NBLERNI 6S dzasS aYlIAYy LINRB2SOG ¢6SolLl 3AS¢ G2 NBFSNI
which actually resolves (through domain forwardinghégs://www.dss.virginia.gov/supportvakids/

8 For example, our desire to keep the explanations of services to essentially the same length across the three

content areas on the site might arguably have skadranged services that are particularly complex or difficult

explain, such as family engagement. More concretely, in Cycle 1 we accidentally left paternity services off the

established list of services about which users could request information usirantime contact formThis error

was dscovered only after the conclusion of this cyated almostcertainly affected the number of requests we

received for paternity services, though by how much is unclear.
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Figurel: Comparison of the Stages of Change Model used in this project and a simplified version of the standard adve

funnel

The organic campaigiid not attempt to lead users through the funnel and insteéadk a

broader approach to messaging, in part because it needed to lay the groundwork for-a long

term approach to building its social media presence. To do that the project team and DCSE
leadershp agreed that, in addition to urging users to apply for child support and promoting the
2YytEAYS OKAfR &adzLLl2 NI F LILX AOFGA2Yy X GKS 2NHIYAO
and family engagement services and encourage people to follow the acaadnike its posts.

E. Determine Approach to Geographic Targeting for Ads in the Paid Campaign

After Cycle lwe reviewed the available data for indications that the ads delivered during that
cycle might have been more productively targeted to areas other than the 40 locdlities
originally selected. Since all of the ads had the same geographical targetiaggrdies in ad
performance outcomes (cliethrough rate, cost per click, etc.) could not be attributed to
differences in targeting.

19 A complete list of the 40 localities appearstippendix E of the Communication Plan submitted as part of this
grant, along with a detailed explanation of how we arrived at this particular set of 19 cities and 21 counties across
Virginia.

Virginia DCSE Digital Marketing Interim Evaluation (Cycle 2) Pagel?



We then turned to examining responses to the online contact form that appears on the main
project webpage. Between June 019 and September 9, 2019, we received approximately
531 submissions through that forfA Of those submissions 337 included address information
that showed they fell within the targeted locations. The rest either fell outside our target areas
or lacked enugh data to map.

That 63 percent of the responses came from our targeted locations provides only circular
evidence for the effectiveness of the targets, since finding the main project webpage either
required seeing one of our locatidargeted ads or reeiving a direct reference to it from

another user; an organic search was unlikely to reveal it. Most responses, then, would almost
inevitably fall within the targets!

At the same, among the group that could be mapped but fell outside our targeted areas, w

saw some evidence suggesting that counties could be added based on the number of responses
they generated. There were also counties in our targeted locations that gendratedr no

contact form submissian

In the absence of clear data suggestihgtf on the whole, the targets were not working as
anticipated, the project team decided by September 1, 2019 to continue to focus on those
same 40 localities for the paid campaign in Cycde 2.

20This figure revises the total of 554 contact form givethminterim evaluation of this project submitted after

Cycle 1. Further analysis revealed that duplicates and test entries had been included in the earlier figure.

21 Given the location targeting and the narrow path by which most people could discoveotkect form, it might
seem surprising that there would be more than a handful of responses from outside the targeted localities. But the
location targeting mechanism in Google (which served all of our ads in Cycle 1) does not derive from a strict
measure 6 physical positioning, such as server or mobile phonelgeating. A detailed explanation of ways that
Google looks at location targeting is available héts://support.google.com/googl@ds/answer/1722038

22When we recently returned to this decision in preparation for Cycle 3, we again chose to target the same set of
zip codes. We took this route despite some evidence from the unintended departure frotoaation targeting in
Cycle 2 that other parts of Virginia show a high level of interest in our services. Evidence of that interest can be
seen particularly clearly in the map associated with contact form responses in Cycle 2 (the third of the thsee map
in Appendix D). Further evidence is found in the discussion below, in section 2.V.C.1V, of the shift in geographic
spending patterns that came about as a result of that accidental change in targeting in Cycle 2; the data for that
discussion is broken oirt Tables &3 of Appendix C. While both sets of data suggest that our original geographic
targets did not perfectly capture the potential level of digital engagement across Virginia, we have continued to
rely on those models in part because they were medaranswer a larger and more losigrm question: which

parts of the state have the greatest potential for growth in new child support applications, particularly among
Never Assistance cases? Since the evidence we had did not clearly indicate a hidloéritésesst in (or follow
through associated with) applications in particular outside our target area, we plan to maintain our targeting
approach for the rest of the intervention. Whether we ultimately recommend that Virginia or other jurisdictions
takea similar approach after the grant will depend on whether we see any appreciable changes in the number of
new cases associated with these locations.
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Location targeting is not an option for organic social medm@gaigns on any of the platforms
we used in Cycle 2.

Maps of contact form submissions during Cycles 1 and 2 and for the whole span between June
10, 2019 (the beginning of Cycle 1) and January 29, 2020 (the end of Cycle 2) are included as
AppendixD.

F. Deteminingthe Types of Images to Be Used in the Paid and Organic Campaigns

In Cycle lwe tested 12 stock photos in our Google Display ads to prepare ourselves for Cycle
2.24We hoped to see results pointing us to a specific set of images or certain types of images
(photos of a diverse set of children at play, for example, or a mother or father caring for their
child) that appeared to increase user engagement. While certaaallimees and text

descriptions used in Cycle 1 were clearly more clearly associated with highehidiggh

rates, among other measures, the image results were less clear cut, particularly for the
application content ared®

We considered testing a new saftimages to use in the paid campaign for Cycle 2 but felt that
the potential benefits were too unclear to warrant the time required to reassess our selection
criteria, generate a new set of options, and move those new images through the approval
processAs a result, we decided to retest the images in Cycle 2 to see whether we might be
able to draw any stronger inferences about performance.

a4 gAUK G0KS RSOA&aA2Yya | NRdzyR YSaal3aay3as GKS
broader approach tohe kinds of images used in its posts. While integrating the campaign logo
into its profile imagery and including photos reminiscent of the ones used in Cycle 1, the

23The only exceptions were the six the promoted (also called boosted) organic posts integrated intadour pa
campaign. For more information on those posts, see below, section 2.V.C.IV.

24 Google also treated the campaign logo as an image asset that it evaluated alongside the photos but the two
versions of logo that we used in Google Display ads in Cycle dbtaceunted here, though elements of them
FAIAdZNBR Ayid2 +Fff 2F GKS R&a & GKS F@FGFNI F2NJ 5/ {9Q4&
25We plan to test images again in Cycle 3, though this line of research is considerably more fraught than we had
originally anticipated. Rbaps the greatest challenge is feeling confident that any difference in performance
between two photos can be reasonably connected to the distinction we had in mind when selecting them. For
example, we have tried to understand whether users tend to resplogtter to an image of children or of a

customer service representative in an ad for applications. While simple in practice to find those types of images,
the number of differences between any given example of them produces a cornucopia of confoundiidegar

such as the number of children or customer service people depicted in each photo, the age, race, gender, and
clothing styles of those people, or even the purely photographic qualities of the images, such as the degree of
contrast between the centidigure or figures and the surrounding environment. This could perhaps be

ameliorated through a rigid testing sequence that attempted to control and test for each of these variables but this
would likely require commissioning custom photography for jhg& purpose a prospect not accounted for in our
budget.
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organic side of this intervention drew on a wider variety of stock photos and edited thema m
aggressively, sometimes adding motion graphics that made them resemble short fAdeos.

G. DeterminingApproach to Video in the Paid Campaign

An additional reason for testing different photo subjects in Cycle 1 (described above in section
2.1V.F) was to se whether outcome data suggested clear paths for how we should approach
the use of video in Cycle 2. Digital engagement professionals in the public and private sectors
have long recognized the benefits of using video to promote content on social #dalif,

social media videos can take a variety of forms, including:

1 Carefully shot and edited images of people directly associated with an organization or
agency

Stock footage repurposed to match a given message

Animations that use cartochike characters andmiple captions

Animations that use only text and graphics

Informal, quickly assembled video that reflects the casual nature of social media

= =4 =4 4

Project staff and relevant leadership in DCSE and VDSS Public Affairs revaeypéskof
various types of videandagreed that animated video appeared to offer the greatest flexibility
and the clearest alignment of verbal and visual messages.

As noted above in sectidhlV.F, the organic side of this intervention occasionally posted GIFs
that echoed the qualities ofideo, but video per se, including the animated videos created for
the paid campaign, was not used in organic posts.

H. CreatingContent Calendars for the Organic and Paid Campaigns

To facilitate planning and coordination between the organic camp@gwueloped and
implemented entirely by DCSE staff) and the paid campaign (developed and implemented
largely by vendor staff, with significant oversight by DCSE and VDSS), we created an online
content calendar using the project management tool Asana.

The cdendar allowed members of the project team to see on what day and on which platform
organic and paid posts would appear and review the associated text and images. Since the
organic campaign used essentially the same language and imagatythree platfams, the
calendar format provided a clear, straightforward way to review and track those posts.

26 These images were animated QlRkat is, multiple images combined and sequenced using the capacities of the
Graphic Interchange Format, which can display both still and moving images as a single fil

270n Digital.gov, authors from HIV.gov, a website guided by the Federal HIV/AIDS Web Council, offer a relatively
recent summary of the benefits of using viddatps://digital.gov/2017/08/07/bythe-numberswhy-video-is-

effective/.
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Using an Asana calendar to track the paid campaign, on the other hand, quickly became
untenable for a project that released approximately 149 ads over theseoof 90 days®
Instead, the paid campaign used spreadsheets and cloud storage to bring together the
information needed for each post artde schedulefor when they wouldappear.

The paid calendar had two main components. The first listed each ad amdfdineation
needed to place it, including the textual components (headlines, descriptionsi@atgion,
links), the filename of the image or video, the start and end date of each ad, the record of
which element was being tested, and the targeting infi@ation, among other detalils.

The second component of the paid calendar was an overall structural guide that initially broke
the cycle out into two primary goals and each goal into two secondary goals, for a total four
tiers corresponding to different partsf the advertising funnet? To simplify our references to
them we assigned each ad cycle a number and then a color on the calendar. Subsequent
iterations of the initial cycles were indicated by adding a letter to the name of ad cycle (so the
second iteraibn of Ad Cycle 1 became Ad Cycle 1A, and so forth).

When we introduced Lead Form ads to Facebook and Instagram at the end of December 2019
(a decision described below in section 2.V.C.1V.), we added that as a third tier within
conversions. All of theseazhents are described in Table 1.

Table 1: Ad Cycles for Intervention Cycle 2

Primary Goal Secondary Goal Ad Cycle No. | Calendar Color
. Learn 1
Branding/Awareness Like >
Understand Benefits 3
Conversion Apply 4
Lead Form 5

In the planning phase for Cycle 2, we divided the intervention into a series efiéyuad

cycles’® focusing for the first sixteen days on branding and awareness and then running the
conversion cycles alongside them to have one set focused primarily on new users (Ad Cycles 1
and 2) and the other on users who had already seen the earlier set (Ad Cyrldsi Carving

up the calendar in this way would, we hoped, successfully bring users through the advertising

28 See below, section 2.V.C.III., for a detailed discussion of the number of ads placed and the difficulties of arriving

at a final count.

29We describe the advertising funnel for Cycle 2 ahdweection 2.1V.D., and in our communications plan for that

cycle.

%We chosefouRl & O&0Of Sa olFaSR 2y ClF 0S0221Qa NBO2YYSyRIGAZ2Y A
(https://ww w.facebook.com/business/help/290009911394576?id=1626942311Q7386 C2 NJ & A YLX A OA (& Qa
because all social media advertising platforms recommend frequently changing ads to keep users interested over

the length of a campaign, we also planned to adwserthn Twitter in fowday cycles as well.
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funnel: from initial exposure to our message and brand to convertsighich in this case
meant applying for child support using the new online lagggion.

Since they were intended to appeal to two distinct audiences, we planned to have Ad Cycles 1
and 2 each run twice to build up the first audience of people new to us on social media and to
allow enough time to ensure the new online child suppagplication (the primary conversion
target for this cycle) had been thoroughly tested. After we had sixteen days of user data, we
planned to introduce Ad Cycle 3 to remarketlat initial audiencewhile running a new

iteration of Ad Cycle 1 during thamme fourday period. When that ended, Ad Cycleari4

would pick up where they left off.

Because it used a novel format and had a distinct conversethod as itgyoal, Ad Cycle 5 (our
Lead Form ads) appeared at the same time as Ad Cydemdl 24. For similar reasonsve
never planned to rotate different versions of it in feday cycles.

In practice, wedid notpost fourday cyclesand,because of errors in how the ads were posted
some of our conversion ads were showed to users who hadeenh exposed to the branding
and awareness adshus bypassing our intended funnel procg®oth issues ardescribed
belowin section 2.V.C.l)IHoweverwe maintained the overall approach of working cyclically
through two sets of branding and awarenesis while also running conversibocused ads.

l. Registeing Social Media Accounts on Chosen Platforms
We registered social media accounts on three platforms, under the following usernames:

1 Facebook@ChildSupportVirginia
1 Instagramchildsupportva
1 Twitter: @ChildSupportVA

We had some difficulty in registering these accountd-anebook and Instagraand attribute
those difficulties tahe increased scrutiny placed on social media platforms in the wake of the
2016 election, when paid and organic social nqaibsts had been used to disseminate
misinformation.

Nonetheless, all three DCSE accounts were live by November 1, 2019, the beginning of Cycle 2.

J. Ensuring / { 9Q& bS¢ hytAyS [/ KAfR {dzLJLI2 NI ! LILI A Ol
In the initial planning phases of this grant, DCSE began to investigate the feasibility of creating

an online child support application in time for Cycle 2. Though not formally in the scope of work
F2NJ GKS 3IANFyd AGasSt Tz 5pafjael@évelchyientkrscl michdikgd A OF G A
the simplified paper application introduced around the time of Cycle 1. Project staff were kept
apprised of progress, given opportunities to provide feedback and test early iterations, and
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walked through the backendavkflow that would turn applications into opened cases. After
investigating several different implementation pathways, DCSE decided to host the online
application on the same site used for its web portdtgs://mychildsupport.dss.virginia.goy/
Images of the page and the beginning of the application are shmelowas Figure.

Virginia.gov  agenc

\' s

The MyChildSupport portal provides the following services for:

Parents/Guardians.

Apply For Child Support Services

Either parent or a kegal guarsian can apply for Child suppon Services. Apply now 1o receive/pay child SUppOort or request low-Cost patemity
testing

Case Information

View up-lo-date case and payment information at any time

Schedule Child Support Payments

htake Chila SUDpORt payments that can be drafied from your bank account via eCheck
Manage Payments

View, cancel, and repart an payments that you've made through the MyChildSuppert portal,
Send Income Verification

Request child support payment information for income verfication.

Employers

Others

Apply Now Online!

You can now apply for child support services online! To start the process, click here or
select the "Apply Now Online” button.
« ‘You will be taken to a secure website where you can enter information necessary to
complete an application.
« Please plan to take 15-20 minutes to complete all of the regquired fields of the online
application, as this information will not be saved for completion at a later time.

EVERY CHILD NEEDS SUPPORT

Making it easier for farilies to apply for child support services

Tell Us about Yourself

Vou ace the Child or Children's  Father ' Mother - Caretaker

Figure2: Top: Screenshot of part of the MyChildSupport webpage, which hosts the recently created online ahrild supp

application (described under the heading "Apply For Child Support Services"). Middtet Galli A 2y aSOG A2y o0a! LI &
hyt AYySHEO 2F GKS ad/ KAfR{dzZLJIRZ2NI LI IS F2NJ GKS | LIIX AOF{iAz2yd . 2
designof the supportVAkids pages.

One clear tie between the final version of the online application and this project is the header

image used on the application page, which represents a slightly cropped version of the photo
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on the main project webpage. The cleapproachable language used on the application form
and its overall focus on simplicity also reflect a focus on-usatered design shared by the
LINE2SO0GQa O2y il OG F2NX¥Y IYyR IR fly3dzZ 3sSo

To give our project a chance to test the effectiveness of our abiegt DCSE initially planned

to treat Cycle 2 as essentially a soft launch period for the application, so that only users sent to
the site by our ads or visitors who came to the MyChildSupport page on their own would be

likely to see it. This was alsoemided to keep the number of electronic applications

manageable while any issues with the new intake process were being addressed. Once the cycle
was over and any wrinkles in the intake processe smoothed out, DCSE could then decide to
promote the online application more widely (through its partners, for example, or its customer
call center).

By the time Cycle 2 launched on November 1, 2019, testing of the online application was
complete, allowingis to develop ads promoting it.

V. Cycle2 Description
Cycle2 of our project hadsixmajor components

1) Creatngawebsite to track application conversions

2) Developing executing, and monitoring the organic social media campaign

3) Developingexecuting, andnonitoring the paid social media campaign

4) Developingexecuting, and monitoring the social media hashtag campaign

5) Revising the budget and content calendars in response to changes in organic and paid
campaigns

6) Monitoring and responding to social media comme

A. Creatinga Website to Track Application Conversions

From a project perspective, the new online child support application created one significant
hurdle: because it was hosted on the MyChildSupport sitgchildsupport.dss.virginia.gpv

rather than as part of the DCSE family of pages (branchirg dffs.virginia.gov/family/dcge

we could not easilpdd to it the same tracking code used on the main project webpage.
Without that code, we would have no mechanism for recording users who visited the page or
converted by submitting an applicatiorboth critical elements in our larger marketing pin.

The ssue here was one of user security rather than technical limitations. Because the
MyChildSupport site primarily functions as a client portal, there were concerns about adding a
third-party tracking tool, especially one necessarily administered by anoftiek party (the

31 During Cycle ,.ve came believe that conversion tracking was an essential ingredient for any online advertising
campaign. For a fuller description see subsection 5 of section 3.11l. of our interim evaluat@yclerl.
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LINE2SO0GQa @SYyR2NLXI (2 F AA0S gKSNBE Of ASyida
personally identifiable informatiof?

As a compromise, the project team decided to create a new page on the main project site that
would provide addional information about the application process, reinforce our brand

identity (including our social media presence), and then link to the online application. Clicks on
theft Ayl YIRS GKNRdzZZK G(GKS o6dzid2y YINJ] SR dnd LILIK &
by our tracking tool. Creating a page specifically devoted to explaining the new online

application would also give us a place to post information about the application process,

including narrative text or videos explaining how to applizat paperworkis needed and so

forth.

Since we needed to tie the new page directly to the larger project, we planned to show the
address for iasapply.supportvakids.com in our ads. Users who etiakn that link or typel it
in, however, would be redirected tattps://www.dss.virginia.gov/supportvakids/apply/

To simplify the development and review process for the new page and underline its ties to the
main project webpage, we proposed a design thatied over the layout, imagery, color
scheme, and much of its text from the existing project webpage. We gave it the headline

G LILE @Ay 3 F2NJ/ KAER {dzLJLI2 NI AY +ANBAYALF |
tie to the overall theme of simplity.33

Qx

The VDSS Public Affairs unit built the page in a matter of hours. The project team then tested
GKS dF3 dzaSR G2 NBO2NR Ot A01a 2y GKS a! LJJ @&
media information for DCSE were then added to the bottom ofrtfaen project webpage and

this new page referred to here as the Apply page.

All of this was completed before Cycle 2 launched on November 1, 2019.

32To be clear, the tracking tool used by project team, Google Tag Manager, does not collect login information or
personal data, only aggregated information about certain user behaviors. The concerns about MyChildSupport
were raised out of a reasaible sense that the sensitivity of child support information requires programs be
extremely vigilant about security, and project staff felt that, given the straightforward workaround available and
their shared sense of the importance of user privacy, theas no reason to press the case for adding the tracking
code. For details about the privacy policies associated with Google Tag Manager and its adherence to-the third
party certification standards, sdwtps://support.google.com/tagmanager/answer/9323295?hl=d&for an

overview of Google Tag Manager, $gtps://support.google.com/tagmanager/answer/6102821?bh We

aK2dz R ftaz2 y230S GKIG G266 NR GKS YARRES 2F GKS 0@ 0Of Sz
guestion of adding conversion tracking to that site, they approved it for use. It may be implemented on the
MyChildSupport page fa€ycle 3 but was not in Cycle 2.

33The headline also pitirginiain close proximity taChild Supporin recognition of the importance dfirginia

Child Supporas a keyword phrase in search engine optimization information, as we described in our interim
evaluation of Cycle 1.
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An image of the Apply page appears below as FigLifae text of the webpage appears as
Appendix A.

Applying for Child Supportin Virginia Has
Never Been Simpler W'

As Virginia's Division of Child Support Enforcement (DESE), weWantichildren to receive support. And
we know that to do that, we have to make child supportsimplérfor everyone.

That's why we built a new online application into our MyChildSupport portal. Now you can apply for
child supportien your phone computer or tablet, 24 hours a day.

: Your child's needs;ust can'twai
y APPLY NOW! )

More Services for Custodial Parents (Parents Wanting to Receive Child Support)

3. Only $35 annually (a ore than $550/year on that child support case)

supportVAkidsﬁ

© 2019 - Cor

Figue 3: Screenshot of the new Apply page that branches off the main project webpage and links, through the "Apply Now!"
button, to the online child support application.

B. Developing Executing, and Monitoring the Organic Social Media Campaign

l. Developng Initial Posts and Determiing Review Procedsr Organic Campaign
Having established the content areas that the organic campaign would address, we began to

develop proposed text and images that would be combined for posts on Facebook, Instagram,
and Twiter.

Initially DCSE project staff created a set of sample posts for review by leadership within their

gy LINBIANI Y FYyR adl¥F | yR Gk otbeNBalsjespectally { { Qa t
during the initial period of the campaign, was to estdblisconsistenand engagingoice for
the organic posts, one that reflected the overall approach of its parent agency but distinctive
enough to encourage its own followingnderstood in a holistic sense on social media to
include the kinds of posts shareahd imags used, a consistent voice cardo dzA f R Sy RdzNA y 3
relationships with existing followers along with attracting a new audience. People feel
O2YT2NIIo6fS ¢gKSy G(GKSe 1y2¢ ¢6KIFG G2 SELISOG |yR
RSt ABSNE ¢

¥DA2OLYyOol GGA&AGE /AYYAY2 O6HAMMPOD® G¢KS LYLRNIFYOS 2F | {i
h y S Bugigess Mattersttps://www.bmmagazine.co.uk/columns/thémportanceof-a-strongbrand-voiceon-
sociatmediaand-how-to-developone/.
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As theorganic campaign continued, DCSE took over more and more of the content
development process, with VDSS Public Affairs limiting its role largely to review and approval of
what child support staff had created. Meanwhile, project vendor Grays Peak Strad¢gpes
provided a modest amount of feedback on these posts and the structure of the campaign
generally.

This division of labar leaving the creation of organic content largely to VDSS staff and letting
Grays Peak Strategy lead the development oft agslected both the skills of the various staff
Ayo2t SR oKAES faz2 GSadAay3a 5/{9Qa FroAtAGe (2

The paid campaign also paid to promote six organic posts. While these can be considered
advertisements, they did not passrough the usual ad development process and were instead
selected by the project team based on theme and performance. More details on this process
appears below in section 2.V.C.IV.

Il. Launching, Monitoring, and Maintaining the Organic Campaign

Thefirstorgg AO Ll2ada G2 5/{9Qa &a20Alft YSRAI | 002dzyi
appeared on the morning of November 1, 2019. Images of those posts appear below in Figure

4.

Those first posts were accompanied by direct outreach to partners (such as otheaastht

local government agencies, nonprofits, and other child support jurisdictions with active social
media accounts) to encourage them to like the post and to follow the account. We had already
identified many of these partners before the cycle began dayegating lists of other child

support programs with a social media presence, soliciting input from other parts of DCSE about
agencies or organizations important to the program, and identifying child support leaders and
potential public and nonprofit sectgartners. We followed as many of them as possible on

each of the platforms and, once the cycle began, actively liked, shared, and retweeted their
content as part of our broader engagement strategy.
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Vlrglnla Dl\nsmn of Child Support

gm u We are er:u:ned to announce we've launched
f ;,m«. L {? our social media pages! Follow us
& ([@ChildSupportVa on Twitter and Instagram
and @ChildSupportVirginia on Facebook, for
customized child support content, resources
for parents, and answers to many of your
questions! #supportVAkids
pic_twitter. comMWTIVUEYVTL

F Virginia Division of Child Support

. Published by Virginia Grant |7) - November 1, 2019 - @

The VDSS Division of Child Support (DCSE) is excited to announce that we

have launched our social media pages across Facebook, Twitter and
 Follow us @Chil tVa on Twitter and and

@ChildSupportVirginia on Facebook, for customized child support content,
resources for parents, and answers to many of your questions. We look
forward to using these social tools to support YOU! #supportVAkids fz, childsupportva « Follow

@3,
W@W

S Folllow o "Q /= Pl o

(G, chitdsupportva The VDSS Division of
“¥  Child Support (DCSE) is excited to
announce that we have launched our

social media pages across Facebook.
Twitter and Instagram! Follow us
@ChildSupportVa on Twitter and

support content, resources for parents,
and answers to many of your
questions. We look forward to using

these social tools to support vour
#supportVAkids

The VDSS Division of Child Support
is here to support you.

The VDSS Division of Child Support

is here to support you

FOLLOW US FOLLOW US

FACEBOOK: CHILDSUPPORTVIRGINIA FACEBOOK: CHILDSUPPORTVIRGINIA O V m
TWITTER: @CHILDSUPPORTVA TWITTER: @CHILDSUPPORTVA

INSTAGRAM: CHILDSUPPORTVA INSTAGRAM: CHILDSUPPORTVA 17 likes

Figure4: The first organic posts to DCSE's accouni®atter (top), Facebookbottom left), and Instagram (bottomight).

Organic posting continued across all three platforms, generally at tweskly intervals,
throughout the cycle. We worked directly withiihe platforms rather than using a social media
tool, such as Hootsuiteso we could be sure the content was suited to the individual site, but
took advantage of planned posting capabilities within the platforms, when available, to better
control the timing To make the posts visually appealing we integrated stock photos and other
graphics into the messaging, as noted above in se@ibhF

In the end the organic campaign made 24 posts to each of the three platforms between
November 1, 2019, and January, 2920, for a total of 72 over the course of the @8y cycle.

We hewed to our rough schedule of approximately two posts per week (1.8 per week for 13
weeks) or approximately one post every four days. These organic posts can be divided into six
categories:

1. Account Promotion(encouraging users to like or share the post or follow the account)
2. Applications(encouraging user to apply, usually with a reference to the online
application)
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3. Family Engagemenr(informing users of DCSE programs connecting them to
employment assistance and other nontraditional child support services)

4. Paternity (informing users abouhe benefits of paternity establishment)

Payments(informing users of the variety of payment options available)

6. Holiday Notices/Customer Service Updatéaforming users of temporary changes to
the hours of publi€acing locations, typically beginning whibliday-related greetings)

o

A summary of posts by platform and thensenTable 2.

Table 2: Organic Campaign Posts by Platform and Theme

) Number of Posts

Theme of Organic Post Facebook | Instagram | Twitter | Total
Account Promotion 4 4 4 12
Applications 7 7 7 21
Family Engagement 2 2 2 6
Paternity 5 5 5 15
Payments 2 2 2 6
Holidays/Updates 4 4 4 12

Total 24 24 24 72

Six of our seventywo organic posts (four from Twitter, two from Facebook) received additional
exposure through promotions as part of the paid campaign. We selected the six posts because
GKS® 020K &dzLIL2NISR (GKS LI AR darexdydemangtraad T 2 Odza
relatively high organic engagement rates.

Additional data on organic posts appears below, in se@itihA

Information about monitoring and responding to commenta crucial element of monitoring
the organic campaignis foundbelow, in sectios2.V.Fand 3.111.B.

C. DevelopingExecutingand Monitoringthe PaidSocial Media Campaign

l. Developng Initial Ads forReviewby Project Staff and Leadership in DCSE and VDSS
Public Affairs
At weeklyor biweekly meeting®f the coreproject staff we considered general approaches

to messagng for paid contentand previewed potential still images and videGsays Peak
Strategies staff then proposed a specific combination of text (for headlines, descriptions
calls to action) andpotos or videos for review and submitted those to the project team
through our project management tool. Once the cycle began, our ad development proce
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was also informed by performance data (clibkough rates, costs per click, conversion rate
etc.) from the various platforms.

As noted above in sectidhlV.D, we focused the paid campaign on encouraging new chil
adzLILIR2 NI F LILX AOFGA2yas Fa S KFER AYy LI NI
online child support application. There were essally three components of the ads create:
to convey those messages:

1. Images As explained above in secti@dV.F, we chose to test the same set of still
photos we used in Cycle 1. Each Ad Cycle featured at least one set of ads using
images.

2. Videos. Wetested two messaging streanagainst each other in our videos:

a. ChildSupportMade Simpler This set of videos emphasized the online applicati
and the support services provided (such as customer service agents for parer
applying forservices or resources to help noncustodial parents find work). The
I fa2 dzZaSR O0SKIGA2NIftfe AFRENNSRS&ED
2NJ &, 2dzNJ OKA f R Qaamott&eSuBeis toddilofwhé calbthefadtivh:

b. Child Support Fast Whilethesegenerally includd a direct reference to
applications in its primary message or gaHaction, this series of videos took a
broader approach to brand awareness, hoping to frame the child support proc
as a source of neutral, purely factuaformation We also hopedisers who found
the information surprising would benore likely to shar¢he videos We
consideredaking themyth-busting approach used in other jurisdictions but felt
that this essentially negative frame seemessilited tosocial media, where
research shows users are more likely to share positive messages.

The two series of videos were further subdivided by where they fell on the advert
funnel. Videos intended for branding and awareness (Ad Cycles 1 or 2) werelyypi
aSO2yR& 2N) fSaa FyR dzadzZtteé YIRS 2yf
G/ KAfR adzLJLl2 NI 2NRSNAR lfglea AyOfdzRS
82dz Oly FLILX & 2yt AySHé spARSEes3ord)dad OA
between 12 and 16 seconds and included several points, at least one of which wx
hoped would be familiar to viewers from the earlier, shorter version.

The distinctions between the two series in terms of content and framing masked -
overall similarity. Alof the videos produced for this intervention:

35 See, for example, Jonah Berger and Katherine L. Milman (2011). "What Makes Online Contentovina®sf
Marketing Researchttps://bit.ly/PositiveSharing
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1 Were created in both horizontal and vertical formats, so they could be
delivered equally well to desktops and mobile devices

1 Used animated figures and text created using the online animation tool
Powtoon

1 Featured upbeat music in the background, with naceover or other
essential sountf

1 Began with a brief title sequence (lasting 1 to 3 seconds)

1 Included a small, static image of the project logo at the bottom of the
frame from the title sequence through the end sequence (termed an
outro). Horizontal videossed a horizontally oriented version of the log il
the lower right of the frame, while the logo fell in the center of vertical
videos. We generally used the versions of the logo featuring the name,
rather than those that included both the name and the geeof the
penguing’

1 Concluded with an outro (lasting at least 2 seconds) that gave the projt
website URL (supportVAkids.com) and logo, and showed thtoeadition
corresponding to the overall ceth-- OG A2y 6SPI DS |y
a2NBé¢ H@- DGA2PF ol a | O02YLI yYASR
G Ay AdGa 2dziNRO

3. Text Initially the language we used in the videos and in the headlines, descriptior
and calls to action in the ads came directly from the text that appeared in our Se:
or Dispay ads® Indeed, the few deviations from that earlier language that we mac
were done to align the text of the ads with the titles and captions in the videos. Fi
SEFYLX S GKS &/ KAfR {dzLJLJ2 NI al RS {AY
51 Ra¢ aéwahteddoSee whether it might improve salience for users who
YAIKG FEFyOS d 0KS @GARS2 o0ST2NB 22
GASE 2F (0KSYaSt@oSa a LINByltaoe ¢KS a
g2 NR & Cl Onilyin its IN@s¥chioyi 8nd on each scene describing a fact.

36 We took this approach in part under the assumption that social media videos are largely viewed without sound.
Articles on best practices for socialRd I FA RS2 2F(iSy YI 1S (GKAa LRAYyGZI 6KAOK
experience. But we should acknowledge that the data in support of it appears to be limited to a single article that
FGONROdzISa AdGa AYyTF2NNIGAZ2Yy (mBangthedeébsitksNic and RozSupar dnd tEeNE ©¢ ¢ |
FROSNIAAAY I | 3SyOe a9/ Db2NIK ! YSNRAOF® {FKAf t+FdSt oOoHAMmM
{ 2 dzyDRyidtay https:/digiday.com/media/sileniworld-facebookvideo/.

37 A sampling of the various versions of our project logo is given as appendix G in our interim evaluation for Cycle 1.

38The langage used in the ads from Cycle 1 drew on a variety of techniques associated with behavioral

economics, a topic we discussed at length in our interim evaluation for Cycle 1. Since our Cycle 2 ads used

essentially the same language and overall messagingipkas employed in Cycle 1, we inevitably drew on the

same behavioral techniques. We have therefore omitted a detailed description of our behavioral approaches from

this report, despite their central place in our ad development process.
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Il. Launchinghe Paid Social Media Campaign
Our paid campaign began largely as planned on November 1, 2019 and continued throu

January 29, 2020’he execution of the campaign was successful by that measure and othe
not least in possibly contributing to a slight reversal of trends in child support applications
we discuss below in sectidlll.D Images of two representative ads appear belms\Figuré.

Yet the execution of the paid campaign also hit a number of significant bumps along the

g (raniabvisioniot Child Virginia Division of Child Support
% Support 2
Sponsore AL Sponsored - Q
Moms and Dads: We're making child support Moms and Dads: We're making child support simpler. In Virginia many

simpler. In Virginia many cases are handled

without court. cases are handled without court.

G Fact InVirginia many
child support
cases are

= handled without
going to court

005 £ 53 )

SUPPORTVAKIDS.COM
Visit supportVAkids.com

SUPPORTVAKIDS.COM
Learn More

Visit supportVAKids.com

Making Child Support Simpler

Figureb: Left: Mobile version of Facebook and Instagram ad from early in Cycle 2 using a still image. Right: Desktop
of the same ad, stwaing a frame from one of the animated videos.

Il Delayed Approvals for Ads on Facebook and Instagram

The first problem became clear on November 1, when we realized that there were signi
delays in receiving ad approvals from Facebooklasthgram, particularly for video ad$.

The experience of Grays Peak Strategies had, up to this point, been that ads submitted
Facebook, Instagram, and Twitter received only nominal review before being approved
most a few hours later. That was truegardless of whether the ad used a still photo or a
video, and for Twitter, that continued to hold true during Cyct Bowever,similar tothe
problems we faced when first trying to establish a DCSE account on its platform, Faceb
held all six of oumitial ads for review for more than 24 hours without giving us any
opportunity to discuss the situation directly with a customer service representative.

Instead, we received an automated email about 24 hours after the ads were placed say
that our videoads had violated their policies against implying that Facebook had endors:
our message. Neither the text of the ad nor the captions in the video actually suggested
and the email provided no specific objections. We eventually decided that they haghkt
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been objecting to our use of the Facebook and Instagram logos at the end of the video.
had considered the use of these and the Twitter logo to be a way of reinforcing our orge
presence on the various platforms, but we immediately removed themm fthe videos and
resubmitted the ads. Though we could never be sure that was the issue, we never used
logos again and never ran up against that same objection.

The firstapproved Facebooid used a still photo that we also used on the main project
websiter a sign, we felt, that they remained somewhat wary of us as a new account anc
looking for ties between our ads and our website that suggested we were a legitimate
program and advertiser. The other ad with a still photo was approved the next day,
Nowember 2, along wittthe first approvedvideo ad: a horizontally oriented one from our
Child Support Facts series, described above in se2tdi€.I Two more days passed before
Facebook approved the other three videos ads, with no information from the company i
meantime or afterward and no meaningful opportunities to appeal their decisions or rect
the feedback needed to avoid these problenmsng forward. This meant that half of the
posts in this first ad cyclwere shown on the last day instead of spread out evenly over
several days

These kinds of delaysand accompanying silencecontinued for almost the rest of the cycl
with video ads posd to Facebook and Instagram. To addithesdelays the campaign first
extended Ad Cycle 1 from four days to eleven so that we would have enough time to ge
next set reviewedapproved and submitted well in advanca&hisproved somewhat
successful foAd Cycle 2, which was intended to last only four days. The content for Ad (
3, however, was not developed, approved, and submitted quickly enough, and only still
photo ads were approved and visible to users on the first two days of that cycle.

Despie deciding to move away from our original intention of beginning a new ad cycle e
four days, similar problems recurred for the first 60 days of the campaign:

1 On November 21 and 22, when we attempted to simply extend the existing ad se
Ad Cycle ®ut were pushed once again into the review process

1 On December 8 and 9, when Ad Cycle 1A and 3A were running concurrently

On December 19, when transitioning to Ad Cycles 2A and 4A

1 On January 2, when transitioning to Ad Cycles 1B and 3B

=

3% Facebook owns Itsgram so ads for those platforms pass through the same ad development and management

platform and presumably the same review process. In this report we therefore tend to refer only to Facebook
when discussing advertising policies and processes that reldieth platforms.

40Toward the end of Cycle 2, however, the paid campaign began to hit an even more intransigent and difficult to

understand problems with video ads on Twitter, as noted later in this same section.
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The only wayaround this problem was to submit a new set of ads about five days in adve
which we succeeded in doing for the few remaining ad cycles.

V. Monitoring thePaid Social Media Campaign and Adjusting Ads and Placements
The project team met weekly and sometimbiweekly to discuss all aspects of the

intervention, but with particular emphasis on the paid campaign. We used this time to
discuss key performance metrics (such as impressions, clicks, cost per clitkraligk
rates, conversion rate¥)and strategzed ways to improve outcomes. All alomge were also
comparing those performance metrics to our goals.

hdzNJ FANRG asSad 2F OKIy3asSa OFYS gAlGK (KS
{ dzLILI2 NI ClF OGa¢ aSNRSa GKI Gutaitaring B SiBstacg of 5
the underlying content, the project team worked with leadership in the VDSS Public Affe
office to simplify the language and bring the syntax of each of the facts more clearly intc
parallel. The ads with this new language didgl on December 2 in Ad Cycles 1A and 3A.

We made only a small number of additional changes to the language of thevadshe
remainder of the cycleall of them minor matters of style or punctuation.

One area of particular concethroughout the cyclevas adplacement, both across and
GAUKAY GKS GKNBS LI FOGF2NXYad C2NJ GKS FAN
place our ads within its own platform and Instagram. This approach granted them the pc
to determine whether a given ad shougbhpear on Facebook or Instagram, or within
Facebook on its right column (a desktoply option) or in a news feed for mobile phonet
list only a few among the 19 distinct placements our ads eventually recéivedlso lecto
our ads appearing in two ates that seemed out of place for our approach to this
intervention: Facebook Messenger (a messaging app) and the Facebook Audience Net
(essentially a set of contracted display advertising opportunities on apps and websites il
keeping with the model ahe Google Display network)Ve excluded these placements afte
the first week.

Thirty days into the intervention we reviewed the data in more detail to assess the
effectiveness of letting Facebook determine ad placements. One conclva®that our ads
were beingdelivered quite unevenlpetween Facebook and InstagraBetween November
1 and November 30, 2019, our ads received only 8,503 impressions on Instagram comy
to 299,042 on Facebooka difference of 3,500 percentVe decided to changeur settngs

41 For a glossary of common online adveirig terminology, sebttps://www.iab.com/insights/glossargf-

terminology/.

42 Facebook provides an interactive overview of the placement optiotigs://www.facebook.com/business/ads

quide Seeing all of the options, though, requires using the menu at the top of the page and selecting the ad type
OPARS2> AYIF3AST S0Py IyR (KSyYy NBOASHIERNIT RF deNIiIHKGINY SyLEIEA 2WS
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going forwardto give each platform its own budget, rather than letting Facebook chose
to allocate a single campaign ad spend. This succeeded in bringing the number of imprt
across the two platforms into rough parity, bk never saw angositive changes to cliek
through rates, conversions, or other performance measures

Our review of program data at the 3fay mark also ultimately led to another change in
placement, this time concerning Twitteburing November 2019, our ads received 880,
impressions on Twitter but only 235 clicks on the link to the website, for atbliokigh rate
(clicks divided by impressions) of just 0.14 percteoly a fraction of our benchmark at that
time of 0.84 percent and our goal of 0.93 percent. Our adsacebook and Instagram, by
contrast, were roughly in line with our goals and benchmarks and it seemed possible to
the gaps that existed.

After roughly two more weeks of advertising without seeing any improvements or
understanding why the ads fell $ar from the mark, we decided to suspend advertising or
Twitter altogether on December 12, 2019, and focus on Facebook and Instagram. We
eventually returned to Twitter advertising on January 10, 2020, for reasons described bt

During the second month dfhe campaign, we also evaluated the effectiveness of the six
Twitter and Faceboogoststhat had originally beeposted as part of the organic campaign
but which we had promoted using funds from the paid campaighile paying to promote
them inevitably ¢d them to be seen bglarger number of users than their organic peers,
they did not lead more users to follow the accopahd their performance in other respects
wasgenerally below that of posts created purely as advertiseméhBased on an initial
analysis of these results, the project team decided to no longer promote organic posts a
of the paid campaign.

43The organic posts we promoted on Twitter received a ¢lickugh rate of 0.11 percent, somewhat lower than

average clickhrough rate of 0.13 percent received by our regular paid posts during that first period. At the same

time, promoted tweets received a markedly higher overall rate of engagement (a Tasjigmific metric that

includes different types of clicks, as well as profile views and other measures). The average engagement rate for

promoted organic content on Twitter v8a2.5 percent, compared to the average engagement rate of 1.4 percent

for our paid posts during that first period on Twitter difference of 76 percent. The organic posts that we
promoted on Facebook fared less well. While our dickbugh rate on Facebdq Instagram, and related

properties was 0.76 percent for posts developed purely as paid advertisements, our two promoted posts received

a strict clickthrough rate of 0.19 percent. The results of the broad efolough rate that Facebook emphasizea
metNA O NR dzaKft & SljdzA @I t Sy i waiesonewhatless$ohdRiad, witlytaelp@drioed v
organic posts receiving a broad clibkough rate of 0.84 percent versus 1.33 percent our regular paid post.

Results from such a small set of promoted pa@sts hardly definitive, and the project team has discussed possibly

NI 0 S

testing them again in Cycle 3, depending on the performance of our regular paid social media posts during that

cycle. If we do, we plan to do so over a longer period, so we can developearounded sense of the potential
value of this method.
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Toward themiddle of DecembeR019, largely to address the relatively small number of
conversions we had seen up to that point, we decide@xperiment with a different ad
format on Facebook and Instagram. Called a Lead Form ad, this format appears at first
regular imageor videobased ad but instead of leading users out of the app to a website
asks them to complete a contact for it includes a contact form in the ad. One advantage
placing this type of ad in Facebook is that it allows mobile users to stay inside the mobil
rather than exit to a browser, thus building on the path dependency created by the app.
also allovs for user information to be prpopulated, saving them time and potentially
increasing the accuracy of the informatioghll of these advantages should, in theory, smoc
the path to conversion which in this case is the user submitting the form.

One disadantage, however, is that Facebook stores the responses to Lead Form data w
its own platform. This means that data from these forms has to be retrieved separately 1
the data from the contact form. Facebook also deletes the data after 90 days, airaehat
provides an element of privacy protection after time but alsogart additional burden on
the program to store and secure the data itself.

The Lead Form ads closely followed the language and structure of the contact form we
developed in Cycle 1 and which users completed in this cycle as well. An image of a dr:
Form ad appears below as Figéxe

£, Virginia Division of Child Support
Calling all Moms and Dads!

+ Child support orders always include medical support
+ No fee for new applicants

= Child support is linked to kids doing better in school

Complete the form and we'll respond within two
business days.

James

"@test.com

US~ +1 (765) 555-1212

Help with an existing child support case

Done

Figure6: Sample of a Lead Form amsing prepopulated information and a menu for users to answer questions.

We ran Lead Form ads from December 28, 2019 to the end of Cycle 2. During that time
ads generated only 37 leads, at an average cost of $46.35 per lead. While higher than t
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$13.44 paid per conversion for Google Search ads in Cycle 1, the cost per conversion fc
Lead Form ads was still slightly below the overall cost per conversion of $66.89 for all a
across Cycle 2 (a figure that combines results from Facebook, Instagrdyitter but
excludes the Lead Form ads themselves). It was also far lower than the $546.52 per
conversion for Google Display ads in Cycle 1. The averagthatioigh rates for our Lead
Form ads was 0.95 percent across Facebook and Instagoai®8 perent higher than our
overall clickthrough rate of 0.74 percent across those platforms.

Sixty days into the cycle, after anotherdepth review of performance data, we made a
second set of changes to placements within Facebook and Instagram. After reyiewi
placements that generated a large number of impressions but a relatively small number
clicks to our website, resulting in a low chigkkK N2 dz3 K NI 1S 6S RSOA
NAIKG O2fdzvyy LI I OSYSydG FyR Lyadl3aINIYQa

During the last month of the campaign we also discovered a problem with the demograg
and geographic targets that had been affecting almost all of our ads from the beginning
the cycle.

The problems with demographic targeting were primarily related tatt€w where we
realized that a staff member from Grays Peak Strategies had decided to narrow the auc
by adding what he believed to be relevant demographic criteria to the ad targeting. Whil
had planned to introduce no demographic targeting indbeds the same approach we ha
usedin Cycleli KS @Sy R2NNa adlFF YSYOSNI RSOARS
categorized, based on its own data, as married and include those who fit these addition
targets:

Moms of preschool kids
Workingclass fanilies
Workingclass moms

New parent 10, 11 or 12 months
Single parent

Moms of high school kids
New parents

New parents 6 months or less
New moms

New parent 7, 8 or 9 months
Moms of grade school kitfs

To o Do Do Do Do Do Do Do Do Do

“eKS fFy3IdzZ IS dzaSR Ay (GKAAa tAal 02YSa RANBOGEE FTNRBY ¢g)

AYVTF2NNIGA2Y o2dzi ¢ 6 A GG S NQRitpsl/isingds. M. domigrzhel@daltipkigny &

setup/campaigrargeting/gecgenderandlanguagetargeting.html
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This significantly changed our targets and likely led to poorer performance on that platfc

The changes to our location targets were equally significant. As we learned around Jani
2020, almost all of the ads posted Facebook, Instagram, and Twitup to that point had
been delivered to users across all of Virginia, rather than in the 40 targeted localities us
Cycle 1 and noted above in sectidhV.E The only exceptionsere on Facebook and
Instagram in Ad Cycle 1, which followed the pridsed geographical targeting.

We moved immediately to correct these errors on Facebook and Instagram and decidec
return to advertising on Twitter in the next ad cycle. On January 10, 2020, we were agal
advertising across all three platforms and adhgrio our intended targeting options.

We also looked once again at the performance data to see whether we could come to a
O2y Of dzaA2ya lo2dzi K2¢g GKSAS LINRBoftSYa K&
Based on that analysis we came to speculate thase problems might have led to a lower
cicki KNRdzZaK NI S 2y Y2aid 2F 2dz2NJ I Raxz aiayc
audience located outside of higieed areas. That lower level of salience might reduce the
likelihood that users would clicknahe ads. The demographic settings on Twitter,
meanwhile, skewed the targeting in less predictable ways by simultaneously excluding
relevant userssuch asnarried peoplewvho are eligible fochild supportand focusing too
narrowly and somewhat arbitrdyi on a set of the users that remained.

Our suppositions about the effects of the altered demographic targets on Twitter could r
be confirmed, since we had no demographic data for comparison. However, our ideas &
the geographic targeting could be ted to some degree against comparative data from
Cycle 1.

To do that wdooked at ad spending by Designated Market Area (DMA) in Cycle 1 thegsu
same timepoint in Cycle2. We haveprovidedpart of that data in Appendix C, whiafcludes
three tables rankinghe ten most important DMAs by the amount spehiring the two
periods

The differences in ad spending patterns between Cycle 1 and Cycle 2 are particularly
on Twitter, where wespent 38 percent of our ad budget on the Washington, DC market a
alone During that same period we had spent only 16 percent of our ad bumlgEacebook
and Instagranin that same market, andnly 6 percenCycle 1. This suggsshat the
statewide geogaphic targeting led the algorithms to serve more ads in the Washington, |
market than it would have using the correct targets. This, in turn, would seem to have r
our spendingn Twitterless efficient than it might have been, even though the total
amounts would presumably have been the same.
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While significant and almost certainly a contributing factor to linve clickthrough rates we
saw withour Twitter ads, these problems did give us some evidence that the geographic
targets we used in Cycle 1athought we carried over into Cycle 2 might be improving the
performance of our adsas noted below ithis same section

The newly corrected ad targets came to the ongoing ad placements on Facebook and
Instagram on January 10, without any clear changgeerformance. When we resumed
advertising on Twitter that same day, however, we immediately saw a marked improven
in performance. Under the old targeting model, the highest diictkugh rate of any Twitter
ad up to that point was 0.21 percent; unddret newly corrected targeting, we immediately
began to see clicthrough rates of nearly 10 percent.

At first we attributed this change as evidence that our original demographic and geogra|
targeting were indeed more effective than the ones that wel ised initiallyYet after a few
days of seeing similar resultse began to wonder whetheghe change waso dramaticto
be a reflection of real user engagemeptrticularly since the only change was to impressi
and clicks (and hence the clitirough rate), not to any other of our performance metrics
that we were investigating, particularly conversion rate.

To determine whether these clicks might reflect real user behavior, rather than an error
the part of Twitter or the deliberate workings ofpaogram designed to exploit ad cli¢gkave
comparel the number ofclicks that these ads said they were sending with the ones recor
by Google Analytiasn the destination webpage. While not perfectly in line, the overall
volume was roughly theame, leading us to conclude that the performance boost was
grounded in the behavior of real users.

This conclusion seemed particularly likely given our results during the first p@ytoteé 2
which showed no apparent hints of click fraud or other maiis behaviorAlso, wecould
ntRAAOSNY +tyeé Y20AQFdA2y F2N) Oft AO1 FNI dz
platform: Twitter would be the only entity to benefit from advertising expenses, so no-thi
party site would benefit, as is typitakhe case with adelated click fraud®

4 These types of programs are often referred to as click Baog post from the computer services piter

/| £t2dzRCtfEF NB 2FFSNBE Of SINJ 20SNWBASy 2F Ot A01 FNIXdzR I yR Of ,
. 20a hipNAwE cloudflare.com/learning/bots/what-is-clickfraud/

BLy FLOGxE Fa y20SR 0St2¢ Ay &S00 A 2pfrty addrtisingdistribdioni KS Of A Of
network called the Twitter Audience Platform. Unfortunately, we realized this only after the conclusion of the

cycle.
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As we began to analyze the results of the intervention, howevehegan to realiz¢hat the
patterns we saw were consistent with clitkud. See section 3.111.C. for an explanation of
what drove us to this conasion.

Overall, the paid campaign proved challenging, both because of the problems describer
above and because of the volume of ads placed in a relatively short time. According to
¢CoAGOSNRE R YIylF3SYSyid G22f3x ¢S tdadfoh G SR
Facebook and Instagram lists 99 ads associated with those platf@mike other hand, the
spreadsheetve used & acontent calendar for our paid contemécords 78 ads during the
same period, each of them with a split (or A/B) testing opfibhhe difference derives large!
FNRY (GKS RAFTFSNBYOS 06SiG6SSy NBO2NRAy3A S
seeing them as a single ad that comes in two versions*{78).

In hindsight, this high ad volume likely led to many of the problems described earlier, if «
because of the complications of tracking the many details associated with each ad acro
multiple platforms. This point is fleshed out to some degree beloweation2.V.E.lIwhich
describes the modifications made to the content calendar.

By the end of Cycle 2 we also created roughly 60 short videos for integration into our ac
Two representative examples include:

9! OSNIAOIE @GARS2 TFTiNRy KSR &3 KAKIRG { @4l
Ad Cycle 2 (a branding and awareness cybt&)s://youtu.be/YbZCI97Dznw
T ! K2NAT2y{ilf @GARS2 FTNRY GKS da/ KAfR {

iteration of Ad Cycle 3 (a conversion cycledps://youtu.be/EAWRSJIPZg

D. Developing and Executing a Social Media Hashtag Campaign
From the initial stages of planning Cycle 2 we intended to develop a social hastitag® to

encourage other users to share positive content related to child support in Virginia. Afte
some discussigmwe settled on #supportVAKkids, which both reflected the overall campaig

47In our interim evaluation for Cycle 1, we had included tables listing the text and other ad assets used to build our
ads. Because of the far higher number of ads in Cycle 2, we chose not to do that in this evaluation, since the table
would run to dozen®sf pages and would not, in any case, include the videos that we saw as central to this
campaign. Readers interested in this information can request it through the key contact person listed at the head
of this report.

48 The count of the number of ads plateecomes exponentially larger if we treat each of the 19 distinct

placements across Facebook and Instagram as its own ad. Using this approach, the 99 ads we tallied through those
platforms suddenly becomes 1,885 number that would be lowered somewhat byr eventual reduction in the
number of placements.

49 Used across many social media platforms, hashtags are words or phrases that allow users to group otherwise
unrelated content across that platform. It typically begins with a pound or hash sign anchdbieslude spaces.

Virginia DCSE Digital Marketing Interim Evaluation (Cycle 2) Page35


https://youtu.be/YbZCl97Dznw
https://youtu.be/E4WRSc-JPZg

name and suggested a broadly appealing goal that might gesusehink beyond any
preconceived ideas about the child support program.

Virtually every post we made across both the organic and paid campaigns used that ha

E. Revisinghe Budgetand Content Calendains Response to Changes in Organic and
Paid Campains

l. Revising the Budget
Once the campaigns were underway, we periodically entered actual spending amounts

the budgetingtool®® as a final mechanism for tracking our spending.

Overall, the tool met our need for a simple mechanism for planning and tracking our ad
spending. At the same timsettingthe budget on a weekly schedule fairly early in our
planningclashedo some degree with later plans to swap in new ad sets, with bedgets,
on days that often did not correspond to the beginning of a week. This led to confusion
budgeting during some ad cycles and contributed to our overall tendency to tspaard in
this cycle relative to our overall targets.

Our original budgeprojected $33,050 for ads in this cycle. We reduced that to $29,060
before the start of Cycle 2, and in the end spent $21,984.83, for a difference of $11,065
below the original budget projections.

We plan to apply the remainder to Cycle 3.

Il. Revisinglte Content Calendars
Both the paid and social media content calendars received regular updates during the

intervention. The organic campaign managed to use the original Asana calendar succes
I ONRPaa (KS OeOof SQa 7FdzZ t doousdkthespgrehdsidest Be LI
initially created, but over time it became clear that our tracking tools were not performin
well as we had hoped.

F. Responding to Comments on Posts in@nganic and Paid Campaigns

How to address negative social media commsemas among the most important topics we
discussed with the social media and communications advisors (noted above in seb¥ids)
that we consulted when planning this cycle.

%0 Since most online ad platforms use a performabesed cost model, where ad costs are determined either by

dza SNJ I Ol A2y 60tAO1Ay3a 2y FRZI ¥2NJ SEFYLX S0 2N o6e G(KS
be disphyed, the actual ad costs often fall below the budgeted amount. This is not true of traditional print or
broadcast advertising, which give fixed prices based on size (as in newspapers) or time (as with radio and
television), among other more or less def@iclearly predictable criteria.
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We received more or less the same general guidance from all of them:

1 Not marny people make negative commentd his was usually attributed to posting
positive content and thus naipening up any clear path for disagreement

1 Responding to negative comments quickly and visibly is the best way to handle i
The goal was not taddress their casspecific issues online but to tell them to send
contact details by direct message. A customer service representative would then
follow up by phone. This approach would show that the program is responsive,
also addressing the comménS N a &aLISOAFAO AaadzsSa oA
protections.

1 A small number of usens perhaps only one or two over the lifetime of the
account will respond negatively to many or even all of your posts and there is lit
if anything you can do

Ourexperience in Cycle 2 confirmed some elements of these claims. Relative to the nur
of impressions we received or the overall reach of our paid and organic posts in Cycle z
did indeed receive only a small number of comments (as in the first poovegland of
those, an even smaller number consistently left negative comments (as in the third poin
the same time, we remain unsure that leaving visible respotseggative commentgas
recommended in the second point)early improvel any individli f dza SN & SE
LIN2E A RSR I y& o0NERI RS Nhgadeyedtfwithipeogramyparticigagts LIN
largely because these benefits remain part of the affective or cognitive kind of engagem
that was essentially invisible to us in this interventp!

Ofthe 74 combined organic and paid posts we made on Twitter, only a handful receivec
commentsand most of themwere negative. Comments on Instagram were similarly spars
but they were far more commoan Facebook and overwhelmingly negative.

Most negative comments came from users who seemed to be custodial parents, though
number also came from people who either appeared to be noncustodial parents or to
identify with their perspective. As one might expect, their complaints almost always carr
from opposite points of view, with custodial parents typically voicing frustrations over a
perceived lack of follovthrough on enforcement in their particular case and noncustodial
parents expressing a broader level of dissatisfaction with the program.

51 See section 2.111 for a description of different types of engagement recognized in this cycle.
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K3, childsupportva

(G, childsupportva Happy New Year from
¥ @childsupportva #supportVAkids

HAPPY

. Be better if
you guys start collecting money
from my girls father!111!
‘ Praying y'all can finally get the
Deadbeats to pay what they owe
been chasing
for way to long!!!

FROM THE DIVISION OF
CHILD SUPPORT! 0oQv A
118 views
supportVAkids @j
a How does one get what they are owed is my
question? Almost $13,000 in support owed and y'all do absolutely

nothing. As long as they duck and dive they aren't held
accountable to their children. It's shameful that y'all do absolutely
nothing that this office is supposed to do

Like - Reply on:
G " Author
' Virginia Division of Child Support Thank you for
reaching out to us your caseworker will be
in touch shortly
Like - Reply vy @
. Virginia Division of Child Support ¢ . No

need to contact me, contact the dead beat who owes the
money. What is contacting me going to do? Although they
aren't going to contact me either. But y'all have a wonderful

day
00

Like - Reply 21v

‘Y Exactly O

Like - Reply 20w

Fgure7: Top: Instagram post with negative comment. Bottom: Facebook post with a negative comment and an exche
with a DCSE staff member.

Since negative comments appedralmost as soon as the campaigns started, DCSE had f
move quickly to address themyen before a formal policy had been finalized. Early on the
had been some question about whether every negative comment needed to be address
phone with a DCSE representatieventuallyDCSE adopted this as its formal policy. A
sample of negativea@nment on Instagram post is included in Figure 7 above, along with
from a Facebook post that includes an exchange with a project staff member thking
person that their caseworker will contact them.

When parentssentthat information and eventuallyalked with someone from DCSE, the
resulting conversations succeeded in giving parents a chance to be heard. Yet it rarely |
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the kind of meaningful resolution that we had hoped to achieve, if only because the fact
most cases made it essentially impossible for DCSE staff to solve the underlying issue.

Whether successfully contacted by DCSE or not, most people only lefegadive
comment. The most persistent negative commenter, on the other hand, was eventually
persuaded to talk to a member of the project staff and even appeared to be somewhat
mollified over the course of the conversatibonly to then return toposting onenegative
commentafter another

All that said, the negative comments received over the course of Cycdendunting to at
most a few dozen should be seen in the context of the more than 500,000 people reach
during that same time.

VI.  TargetPopulations

As noted abovén section2.1V.E.all three interventioncycles target parents in Virginia who are
eligible for DCSE services Imot receiving them, with an emphasis on custodial parents who
have also never participated in public benefit prags.

Because welecided tonarrow our content focus in Cycle 2 to applicatiptie target audience

for the secondinterventiondoes not include noncustodial parents, as we did in Cycle 1. Instead,
this cycle considered its audience to be custodial p®n guardians in Virginia, including

both those who have never receivedD/services from DCSE and those who have.

The location targeting we carried over from Cycle 1, however, winnow the audience to some
degree. As explained above, in sectibN.C.1\/.we did not always succeed in restricting our
audience to the location targets listed below in Table 3.

Table3: Location Targets and Extended Focus Areas

Initial Target Area Surrounding Areas Included in Ad Target Markets
Bristol (city) Washington County

Brunswick County
Caroline County
Clarke County
Colonial Heights (city) | Chesterfield County, Prince George County
Danville (city) Pittsylvania County

Dinwiddie County
Essex County

Hampton (city) Northampton CountyPoquoson (city), York County
Henrico County
Martinsville (city) Henry County

Nelson County
Newport News (city) Isle of Wight County, James City County, Surry County, York County
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Initial Target Area

Surrounding Areas Included in Ad Target Markets

Norfolk (city)

Virginia Beach (city)

Petersburg (city)

Chesterfield County, Prince George County

Portsmouth (city)

Chesapeake (city)

Richmond (city)

Chesterfield County

Roanoke (city)

Roanoke County

Salem (city)

Roanoke County

Staunton (city)

Augusta County

Suffolk (city)

Chesapeake (cityyouthampton County

Wayneshoro (city)

Augusta County

Winchester (city)

Frederick County

VIl.  Timelines

A. Overall Project Timeline
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Figure8: Overall project timeline.
B. DetailedTimelinefor Cycle3
Thedetailedtimeline for Cycle appears below a$able 4
Table4: Detailed Timeline for Cycl2
Step | Plan Element Approx. Date
of Completion
1 Select social media platforms to be used for organic and paid soeiih campaigns | 9/1/19
2 Develop budgeting tool to predict and track spending 10119
3 Register social media accounts for organic and paid social media campaigns 10/23/19
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Step | Plan Element Approx. Date
of Completion
4 Launch new Apply webpage 10/2519
5 Ensure new online child suppapplication ready to accept traffic from ads 11/1/19
6 Review 30 days of data and revise paid and organic ad strategies 12/2/19
7 Launch Lead Form ads 12/28/19
8 Review 60 days of data and revise paid and organic ad strategies 1/2/20
9 Implement corrected ad targeting 1/10/20
10 End Cycle 2 advertising 1/29/20
VI. Cycle2 Outcome Measures

For Cycl@ we intended to look at two typesf outcome measures: one focused on online
analyticsand the otheron caseloadiata. A list ofoutcome measures and sources, as well as the
relevantdates, appears abable5 below.

Table5: Outcome Measuresor Cycle 1

Data Element Frequency Source Applicable Dates
Clickthrough-rates (clicks divided by | Cycleaverage FaceboolAd 11/1/19-
impressionsjor Faceboolads Reporting 1/29/20%?
Clickthrough-rates (clicks divided by | Cycle average Facebook Ad 11/1/19-1/29/20
impressions) for Facebook ads Reporting
Clickthroughrates (clicks divided by | Cycleaverage Twitter Ad Reporting | 11/1/19-12/12/19
impressions) for Twitter ads and
1/10/20-1/29/20
New cases opened WYCSHor child Monthly average over | DCSE caseload data | 11/1/19-1/29/20
support services same period of the versus
previous calendar year 11/1/18-1/29/19
3. Results
l. Sample Size

We arrived aian estimateof the total number of individuals reached Bycle 1 interventions

by looking athe number of unique individuals reached by adsF@tebook. Known asachin

the online advertising world, this measure is only an estimate, since it attempts to account for
duplicated or pseudonymous accounts. Still, we felt that this was the most reliable number for
several reasons.

52 For reasons described in section 11.V.C., there were multiple dates during Cycle 2 when Facebook and Instagram
delivered amost no ads to our audience. We have nonetheless included these dates in our analysis.
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1 The paid campaign reached more people thia® organic campaign, and since we
cannot distinguish between the individual users reached by one or the other, we
necessarily chose the larger ane

1 We have no way of knowing if an individual uséone paid platform saw our ads on
another. To avoid dupating audiences as much as possible, we restricted ourselves to
one platform

1 Twitter does not make data on reach readily available through its ad reporting tool. It
also has a smaller user base

1 Facebook actively works to weed out accounts that do mgtear to have been created
by real people or organizations, as we experienced when trying to establish an account

T 2KAES I oNIYOK 2F CF0OS06221Qa LI NByid O2YLI Y
stance toward fake or pseudonymous accountsaldbhas a sméér user base

Based orfFacebook data, we reached approximate{B®0 unique users over the course of
Cycle 23

Il. Results
We began this cycle with two research questions in mind:

1. Can social media marketing interventions drive positive public engagemtnchild
support services?

2. Can promoting an online application portal through social media marketing increase the
number of new applications for child support services?

Resultswe used to help us answer the first questiappearin Tabless and 6. The data we used
to address the seconguestion appears in Table

We used yeanver-year data to gauge changes in the number of applications because such
data is readily available drseemingly uniform in its definitions during the period studied. Such
data does natby itself, offer clear evidence that the variables we introduced during November
2019 through January 202Ghat is, the online child support application and the sociatirae
advertising undertaken to supportritactuallycausedany of the changesn application

numbers that we identifylndeed, a number of potential variables could be at work here
including ongoing demographic shifts, changes in employment patters, orlenger term
changes in the reputation of the program that do mesult fromthe activities of this project.

53 Facebook explains how it defines reach héuips://www.facebook.com/business/help/71074678568538.
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Still, these provide bBroadly appropriate evaluative methaaf the sort that many program
leaders might use in their dap-day work.

Since DCStad never place social mediads in the past, no comparisons to previous results
were possibleInstead, we usedpdated versions of thgoals given in ourevised
Communications and Evaluation Plandich rely orbenchmarls generated bythe company
AdSage>* The basis of thie estimates is proprietarjhowever, and in certain cases this creates
ambiguities about what their measurement does and does not inclliles. ambiguity is
particularly apparent when looking at clitthrough rates our primary measte of physical

digital engagement with the paid social media campaig8ycle 2.

In Cycle 1 and on some social media platforms, clicks represent a fairly straightforward
calculation of the number dimes a user clicksn the destination link of an ad divided by the
number of impressions that ad received.

Assessing cliethrough ratesin Cycle 2 is somewhat more complicated, because social media
platformsmeasure useengagementn ways other than simplglicking on a link. Under this
Sy3Ir3asSySyid Y2RSts | OtAO1l 2y Iy Aimayas&oustNJI |
toward a broad definition of clickhrough rate.

While we can clearly distinguish between these two measures, it is less clear which of these
two options is beingusell y ! R {pehthma8ke T heir simple reference to a cliciough

rate could be read as a sitjmat they mean the stricter version used in Cycle 1. Facebook and
Instagram, on the other hand, emphasize the broader definition of-ttickugh rate and their
approach is therefore widely used in online advertisMihether AdStage has adoptéte
samedefinition for those platforms is unclear, though, since they never define the.term

We will therefore give both in the sections for Facebook and Instagram, referring to them as
strict (link clicks divided by impressions) and broad ¢hcugh rates (ag type of click divided
by impressions)Twitter does not classify multiple clicks in the sameas Facebook and
Instagram; we therefor@resumedour benchmark for Twittedescribes only atrict click

through rate.

54 Note that our goals for social media ads have been revised from our evaluation plan submitted in December
2019, which relied on third quarter 2019 data. In the interim our source for social media benchmarks, AdStage,
released a set covering the fabrquarter of 2019 a period with a clearer seasonal overlap with Cycle 2. We have
therefore updated our goals accordingly, while still following the basic approach of trying to achieve 11 percent
above the industry average. For details see AdStage "PadlieN@ 2019 Benchmark Report"
(https://cdn2.hubspot.net/hubfs/4350015/Benchmark%20Report/Q4%202019%20Paid%20Media%20Benchmark

%20Report.pgf
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Table5: Outcome Measures and ResultSocial Media Advertisingerformance by Click

through Rate (CTR), Strict

. % Difference
Differencebetween between Cvele
Platform Benchmark Goal Cycle 2 Strict CTR| Cycle 2 Outcome and Y
2 Outcome and
Goal
Goal

Facebook 1.14% 1.27% 0.94% -0.33 -26%
Instagram 0.44%| 0.49% 0.37% -0.12 -25%
Twitter 2.36% 2.62% 5.44% 2.82 52%

Table 6: Outcome Measures and Results: Social Media Advertising Performance by Click

through Rate (CTR), Broad

. % Difference
Difference between between Cvele
Platform Benchmark Goal Cycle 2 Broad CTR  Cycle 2 Outcome and y
2 Outcome and
Goal
Goal

Facebook 1.14% 1.27% 1.74% 0.47 37%
Instagram 0.44% 0.49% 0.46% -0.03 -6%

Table7: Outcome Measures and Results: Search fdevember 1, 2018January 31, 2020
Compared toNovember 1, 2018 January 312019)>°

Number of New Applications Opened for November 1, 2018 November 1, 2018 %

Child Support Servicé% January 31, 2020 January 31, 2019 Change
Total 8,979 9,368 -4%
Average per month 2,993 3,123 -4%

II. Analysis

A.  The Organic Social Media Campaign

The paid social media campaigosted as often as we planned across all three platforBiace
all three accounts were newheyd G F NI SR gA 0K y 2
Facebook account had appimately 200 followers, its Twitter account had approximately 90,

and itsinstagramaccount had more than 50@&uch rapid growth seems remarkable, especially
since we saw no evidence that the paid campaign contributed to the increase in followers on
any ofthe accounts.

55 DCSE does not reporath on new cases by day, so we have used monthly data, which overlaps with the
intervention cycle for all but two days.

56 This measure revises an earlier one that appeared in our both our initial and revised evaluation plans, which
focused on Never Assistee clients. Further analysis of tHata led us to realize that we could not clearly separate
out those cases in a way that was consistent with the definition us@d8Ba mMp T wS L2 NI @
chosen to focus on all new cases, since any gralere is likely to come primarily from Never or Former
Assistance clients, given the steady decline in Current cases.
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B. Comments and the Hashtag Campaign
The hashtag campaign and the problem of how to respond to negative comments straddle both
the organic and paid campaigns.

Virtually every post we made across both the organic and paid campaignshedealshtagwe

created so the campaign in that limited sense was successful. Yet the goal of using the hashtag
to galvanize a wider movement that could celebrate the program or its goals never
materialized. Indeed, searches conducted on Facebook, Instagram, and Twitter ahudliafer

Cycle 2 returned no results for #supportVAKkids that did not either originate with this project or
come from someone associated with it, whether as part of the project team or as a peer from
another jurisdiction brought in for guidance.

As with he comments, the apparent lack of enthusiasm for a hashtag offering a positive take
on child support probably reflects wider views of the program. Perhaps future interventions
couldimprove on these results by introducing more varied organic content andesdingit to

the hashtag campaign, rather than solely restricting it to child supp@etcould have also
boostedboth the hashtag campaign and our overall levels of demonstrated engagement by
connecting our posts more often with existing hashtags, paldrly on Instagram, where both
organic and paid campaigns routinely combingozen or more hashtags. As it is, we used only
our #supportVAkids hashtag.

C. ThePaid Social Medi@ampaign

The outcomes othe paid campaigns iBycle2 suggest thaDCSE and beér child support
programs may not see clear benefits to breaaksed social media advertising. Nonetheless,
certain results, examined in a wider context, do suggest benefits to this method of digital
marketing

In contrast with Cycle 1, where we consistgrachieved above our benchmarks and goals, we
fell below them in Cycle 2 for both Facebook and Instagram, where our strictrolaigh rates
were 26 percent and 25 percent, respectivélye came closer to our goafsve presume that

the underlying benlkemark represents a broad clitkrough rate for those platforms, with
Facebook 37 percent over the goal and Instagram just 6 percent below it. (Measuring this way,
Instagram was also slightly above its industige benchmark.)

Performing even close to andustry-wide benchmark, one overwhelmingly oriented toward
the private sector, should not to be taken for granted, howeespecially since we could not
build on the usual foundation of a successful paid social media campaign:-esteddlished
organicsocial media presence. Given these mitigating factorstend to viewthe resultsof
our paid campaig®as a sign that much of what we were doing was workijgst not enough to
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